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Abstract: In today’s global challenges, sustainability is no longer a choice but a necessity. Particularly in destination branding,
sustainability is a core value that significantly influences tourist choices and shapes the image of destinations worldwide.
Therefore, destinations require sustainable branding that meets travellers' expectations, enhances the destination’s image and
reputation, preserves cultural heritage, protects natural beauty, fosters economic growth, promotes sustainable use of resources,
and minimizes climate change and environmental degradation. However, the literature on destination branding lacks a
comprehensive conceptual framework for sustainable destination branding. Hence, developing a conceptual framework for
sustainable destination branding is essential to provide theoretical and practical contributions. This review aimed at filling a gap
in literature by mapping how sustainability is integrated in destination branding by developing a sustainable destination
branding conceptual framework. The study proposes a conceptual framework for sustainable destination branding by
systematically analyzing and synthesizing insights from 62 peer-reviewed journal articles indexed in the Scopus database.
These articles are confined to journal articles published in English discussing sustainable destination branding topics. The
evaluation of articles involves assessing the quality and eligibility of the articles through specific inclusion and exclusion criteria.
The study highlights environmental, social, economic, and geopolitical dimensions as key considerations for sustainable
destination branding. The study's findings also underscore the significance of sustainability in strengthening sustainable destination
branding. While contributing to the existing body of literature, the paper provides a valuable conceptual and theoretical
framework for the advancement of sustainable destination branding. Moreover, this review helps to guide future research and
inform policy makers, destination marketers, and tourism stakeholders in developing sustainably-driven destination branding.
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INTRODUCTION

Tourism has affected destinations in both positive and negative ways (Archer et al., 2012). Positively, tourism offers
a wide range of benefits: creating job opportunities (Lépez & Arreola, 2019), promoting local products (Madaleno et al.,
2019; Ivona, 2021), improving the quality of local communities (Kim et al., 2012), and fostering pride among residents
for their unique culture, history, and natural surroundings (Soulard et al., 2024). Moreover, tourism activities have
contributed to the overall development of destinations by attracting local and foreign visitors and generating significant
revenue (Gnangnon, 2020; Faraji et al., 2020), thereby aiding in the preservation of destinations and improving
infrastructure that benefits local communities and tourists (Chong & Balasingam, 2019).

On the other hand, tourism can also lead to negative consequences such as noise pollution, air pollution, water pollution,
damage to archaeological sites, the introduction of invasive species, and loss of biodiversity and natural habitat (Gdssling,
2002), particularly when not managed sustainably (Pani¢ et al., 2019). For instance, prominent tourism destinations such as
Venice and Barcelona have already mounted pressure due to overtourism (Bertocchi et al., 2020; Diaz-Parra & Jover, 2021;
Zarhari et al., 2023), which can detrimentally lead to the degradation of biodiversity and natural habitat (Reid et al., 2019).

In order to mitigate these challenges, the concept of sustainable tourism has emerged. Sustainable tourism is one that
meets the desires of the present without compromising the capacity of future generations to meet their own needs
(Hashemkhani Zolfani et al., 2015). The concept revolves around three interconnected groups: economic, environmental,
and sociocultural (Pilipczuk, 2021). The literature has used a wide range of terms, including “pillars” (Basiago, 1995;
Pope et al., 2004; Gibson, 2006; Waas et al., 2011; Moldan et al., 2012; Schoolman et al., 2012; Boyer et al., 2016),
“dimensions” (Stirling, 1999; Lehtonen, 2004), “components” (Zijp et al., 2015), and “perspectives” (Arushanyan et al.,
2017). However, in this study we used the term dimensions. Indeed, given the inherent susceptibility destination to the
complex challenges (Reid et al., 2019; Escobar-Farfan et al., 2024), sustainability is no longer a choice but a necessity
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(Kumar & Christodoulopoulou, 2014). Building on this foundation, many academic work has been published. However,
despite the fact that a large body of literature revolves around destination branding, Snice Brundtland emphasized the
importance of sustainability 37 years ago (Kumar & Christodoulopoulou, 2014), the destination branding literature lacks
a sustainable destination branding conceptual framework. While some studies have focused on sustainability issues and
sustainable destinations (Curtin & Busby, 1999; Curtin, 2003; Wickens et al., 2015; Pulido Fernandez & LOpez-
Sanchez, 2016; Paunovié et al., 2020; Werner et al., 2020; Liasidou et al., 2022; Kochling & Eisenstein, 2024), others
have emphasized destination branding models from different perspectives (Qu et al., 2011; Garcia et al., 2021; Gomez et
al., 2015; Lai et al., 2019; Mastika & Nimran, 2020). Moreover, many studies tend to focus on only one or two aspects
of sustainability--either economic, environmental, or social dimension (Juvan & Dolnicar, 2016).

Furthermore, several recent and similar studies have explored about sustainable destination branding, reflecting the
growing academic interest in the topic. For instance, Phung & Nguyen (2023) conducted a bibliometric analysis on
sustainable tourism branding, developing an overview of the sustainable destination branding strategies. Similarly,
Garanti et al. (2024) carried out a systematic literature review of 26 articles to identify the role of sustainable place
branding in the current global context. Aman et al. (2024) performed an integrative literature review to examine the
challenges, opportunities, and innovative strategies for destination branding. Appreciating prior literature that highlights
different objectives, this review aimed at filling a gap in the literature by mapping how sustainability is integrated in
destination branding by developing a sustainable destination branding conceptual framework.

LITERATURE REVIEW

In today’s competitive tourism world, destination branding has become a powerful way for destinations to stand out
and attract visitors. The idea began to take shape in the late 1990s by Simon Anholt, who introduced the concept of
nation branding (Tasci & Kozak, 2006). As the idea gradually expanded beyond nations, tourism destinations worldwide
began to recognize the importance of branding in a global market (Pereira et al., 2012; Almeyda-Ibafiez & George,
2017), leading scholars like Ritchie and Blain to offer the first formal definitions of destination branding in the early
2000s (Ruiz-Real et al., 2020). According to Blain et al. (2005), destination branding is all about crafting and shaping a
unique identity for a destination using images, stories, and emotions to connect with potential visitors.

Unlike product branding, it’s not just about logos or slogans (Govers, 2013). A destination branding is shaped by
how visitors feel when they are there or how locals contribute to the experiences (Mandagi & Centeno, 2024). It is a
blend of perception, reality, and shared meaning (Mabillard et al., 2023).

Nowadays, as global challenges like climate change, environmental degradation, and over-tourism become more
urgent (Aman et al., 2024), effective destination branding requires going beyond catchy slogans and pictures and
connecting a destination’s identity with a deeper commitment to sustainability (Escobar-Farfan et al., 2024). Moreover,
as travel became more accessible and competitive (Uyar et al., 2022), destinations required not only beautiful landscapes
or historical sites to attract visitors but also a distinct and memorable identity as well as a powerful way to ensure their
sustainability and improve their perception in the global market (Haid et al., 2021). Likewise, tourists become more
conscious about where and how they travel; often, they seek destinations that value protecting the environment,
honoring local cultures, and valuing their future (Phung & Nguyen, 2023). Hence, tourism decision-makers must rethink
how they brand destinations toward meaningful stories that reflect real values and a commitment to sustainability
(Kusumaningrum, 2023). Sustainable destination branding tells a story that values nature, the local community, and
long-term well-being (Lupu et al., 2020). It shines a light on eco-friendly efforts, celebrates local cultures and traditions,
and encourages visitors to travel responsibly (Zhang et al., 2024; Aziz & Niazi, 2025). In essence, sustainable
destination branding seeks to strike a balance between promoting and preserving a destination to ensure that it remains
not only appealing to visitors but also livable and meaningful for both current and future generations.

Consequently, in an increasingly competitive landscape and dynamic world circumstances (Escobar-Farfan et al., 2024),
integrating sustainability into destination branding can enable tourist destinations to differentiate their unique selling
propositions and connect with potential visitors that are concerned about sustainability (Greaves & Skinner, 2010).

In addition, for a sustainable future, destinations must be branded sustainably and present a concept that positively
impacts the environmental, social, and economic dimensions (Liasidou et al., 2022; Garanti et al., 2024; Agapito et al.,
2023; de Bruyn et al., 2023). Sustainable destination branding can make a significant contribution to designing competitive
advantage (Hanna et al., 2020). Thus, integrating sustainability into destination branding is a key driver of destination
success (Roxas et al., 2018). In doing so, this study makes significant contributions to sustainable destination branding,
particularly by integrating sustainability and developing a robust destination branding conceptual framework from all
perspectives. We believe that building a sustainable destination branding conceptual framework undoubtedly contributes to
sustainable tourism and sustainable development goals (Bowen & Sotomayor, 2022; Aziz & Niazi, 2024).

MATERIALS AND METHODS

As illustrated in Figure 1, a systematic literature review (SLR) approach was selected for this review. Systematic
literature review provides an extensive view of the literature in a given area and assists in discovering paths for future
research (Collins et al., 2021; Khan et al., 2021). Moreover, systematic literature review offers readers an exhaustive
understanding of literature in a particular field by providing a comprehensive and organized summary that follows the
standard protocols (Tandon et al., 2020). Regarding the database, Scopus was selected to fetch relevant articles. Scopus
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is not only among the largest databases of peer-reviewed research articles but also renowned for providing larger
coverage, especially in the social science domain (Donthu et al., 2020; Baffoe & Kintrea, 2022; Banerjee et al., 2024).
Furthermore, it archives articles that are accessible via other autonomous databases, including Web of Science, Springer, and
Emerald (Baffoe & Kintrea, 2022). Consequently, searching Scopus eliminates the necessity of checking other databases, as it
would merely yield duplicate results (Banerjee et al., 2024). In addition, Scopus is effortlessly accessible through our
university’s subscription account. Indeed, most recent review papers have solely relied on Scopus databases for the literature
search (e.g., Dowling et al., 2020; De Ruyter et al., 2022; Escobar-Farfan et al., 2024; Banerjee et al., 2024).

Records initially identified = 182

Identification

‘ > Acrticles limited to journal articles

Record after filtering other types
of publication =111

I > Reduction based on inclusion /

‘ exclusion

Record after inclusion/exclusion
criteria= 100

Screening

1 p  Content not relevant to the current study

Record after the entire
examination of the study= 52

Eligibility

I > 10 articles added through
‘ cross referencing

Included articles for final
review= 62

Included

Figure 1. Study selection process (created by authors)

This review is confined to journal articles published in English discussing sustainable destination branding topics. Thus,
we identified two terms, i.e., “sustainable destination branding” and “sustainable tourism branding,” as the primary
keywords. Subsequently, the combination of these two keywords was used to execute searches in the Scopus database. As
shown in Figure 1, initially, the combination of these keywords yielded a total of 182 results. These consisted of diverse
types of papers, including books, book chapters, conference papers, journal articles, and editorials. However, in this study,
we restricted to journal articles. We acknowledge that including diverse types of publications would have generated
thorough results on the topic. Still, we assert that journal articles serve as highly persuasive. Accordingly, after further
screening the search results based on types of publications, we narrowed down to 111 journal articles.

In the next step, we focused on the evaluation of relevant articles for further analysis. The evaluation of articles involves
assessing the quality and eligibility of the articles through specific inclusion and exclusion criteria (Sizo et al., 2018). Thus,
we established the inclusion and exclusion criteria for further analysis. The applied criteria for inclusion and exclusion
criteria were as follows: (1) paper must discuss sustainable destination branding or sustainable tourism branding; (2)
journal articles published in English only; (3) open journal articles; and (4) not article in press. Following further evaluation
of the articles based on inclusion and exclusion criteria, 100 articles remained. Yet, there were cases in which the abstracts
were irrelevant to our topic. The scope of this article is delimited.

Consequently, we proceed to another phase where the entire study was examined manually. Finally, following an in-depth
inspection of these 100 articles, 52 research articles were deemed relevant for the current study. Furthermore, to enhance the
search results, the references list of these 52 papers was scrutinized to discover any more pertinent articles that might have
been omitted. As a result, ten new articles were incorporated, and a total of 62 articles (52 + 10) were selected for this review.

RESULTS AND DISCUSSION

In this section, we analyzed the content of the articles to identify essential sustainability dimensions that should be
included in sustainable destination branding. Based on our understanding of the literature reviewed, we classified these
dimensions into four major areas. Classification was performed as follows: All articles aimed at the environmental
sustainability of destinations were categorized under environmental dimensions. All papers focused on the economic
sustainability of destinations were categorized under economic dimensions. Papers that emphasized the sociocultural
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sustainability of destinations classified under sociocultural dimensions. Articles related to geopolitical aspects of
destinations were categorized under geopolitical dimensions. After classification, the summary of each dimension and
initiatives were presented in percentage for each dimension (Table 1).

Table 1. Identified dimensions and initiatives (Source: created by authors)

Dimensions Initiatives Percentage
Ensuring the environmental sustainability of destinations can be realized through sustainable
destination branding initiatives such as prioritizing ecological awareness, minimizing ecological
Environmental footprints, minimizing carbon emissions, integrating eco-friendly and eco-certification, providing
ecologically friendly communication, offering unique environmental experiences, promoting less
visited destinations, and employing crowed management measurements.

Local community involvement, promote and protect local cultural heritage, promote diversity
Social and inclusiveness, preserve and understand local customs and norms, and establish mechanisms 41.93%
for community feedback.

Prioritize local products and services to stimulate economic growth, create job opportunities, and

24.19%

i 0,
Economic diversify tourism products that support and contribute to the life and well-being of local communities. 20.96%
Foster partnership among neighboring regions, improve the perception of destinations in the global
Geopolitical market, collaborate with international organizations, develop effective communication plans to 12.90%

manage perception during geopolitical crises, and clearly communicate security and safety
initiatives that ensure safe travel experiences.

As can be seen from Table 1, among 62 papers, most of them (41.93%) emphasized on the sociocultural sustainability of
destinations. 24.19% of studies discuss the environment and environmental sustainability of destinations, while papers
highlighting economic and geopolitical dimensions represent 20.96% and 12.90%, respectively. Figure 2 depicts the
sustainable destination conceptual framework, which includes environmental, social, economic, and geopolitical dimensions.

Ensuring the environmental sustainability of destinations branding can be realized through sustainable destination
branding initiatives including prioritizing ecological awareness (Ren et al., 2021), targeting responsible travelers
(Dolnicar & Leisch, 2008), minimizing ecological footprints, minimizing carbon emissions, integrating eco-friendly and
eco-certification, providing ecologically friendly communication, offering unique environmental experiences (Aman et
al., 2024), promoting less visited destinations, and employee crowd management measurements (Jankovic et al., 2019;
Juvan & Dolnicar, 2016; Marinello et al., 2023). Destination branding is not successful, particularly when neglecting the
sociocultural dimensions of destinations (Pedeliento & Kavaratzis, 2019).

Dimensions and initiatives

|

} } } }

—————— Environment Social = = Economic | Geopolitical ——

I - - 1
1
1
1
| l ‘ ‘ ‘ |
: o Prioritize ecological e Foster partnershi 1
| | awareness o Local community am%n nei h%ors 1
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1 | Minimize carbon e Promote and +Prioritize local © (tJ a (t)_ra eIW| 1
| emissions protect local products and :Jnr e;;rr:iaz zli(t)ir(])is 1
il Integrate eco-friendly eco- cultural heritage services , 9 i 1
I certification * Promote diversity and e Create job ° _mplrot\)/el perciptlon 1
| | * Provide ecologically friendly inclusiveness opportunities A :ge?/eoloa Q;fzrct?ve |
1 | communication e Preserve and understand | | Diversify tourism P i 1
e Offer unique environmental local customs and norm Products C(I)grwlgnunlca 1on 1
1 | experiences o Establish e Support local A pCI | icat 1
1 | * Promote less visited mechanism for economy segj:ity Ca?]rQT;fe"ca € 1
1 destinations. community initiati\)//es thattyensure :
e Employ crowed management feedback. . 1
1 safe travel experiences.
| | measurements. 1
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e e e - ——— — Sustainable destination branding e — = e

Figure 2. Sustainable destination branding conceptual framework (created by authors)
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Hence, considering all initiatives associated with sociocultural dimensions such as preservation and understanding
of local customs and norms (Zhou et al., 2024), highlight unique cultural identity and local experiences (Basile &
Cavallo, 2020; Radosavljevi¢ & Kuletin Culafi¢, 2019), engage local community in destination branding process
(Chigora et al., 2020; Jernsand & Kraff, 2015; Safshekan et al., 2020; Valek, 2017; Wheeler et al., 2011; Zouganeli et
al., 2012; Bowen & Sotomayor, 2021; Tgttenborg et al. 2022), involve all stakeholders (Shoukat et al., 2022; Dieguez &
Conceigdo, 2020), showcase the genuine character of destination (O’Connor & Bolan, 2008; VVAzquez Martinez et al.,
2019), accessible and inclusive to all background (Machado, 2020), and clearly communicating health and safety
concern issues (Vaishar & Stastna, 2020; Chigora & Katsande, 2021; Pefia et al., 2023; Toker & Emir, 2023), impact
how visitors perceive and feel about destinations (Aldao et al., 2021; Romagosa, 2020). So, establishing sustainable
destination branding that integrates sociocultural dimensions not only builds trust and credibility with their target
audiences (Bui, 2022), but it also attracts tourists (Rahman et al., 2022), as well as enhances brand reputation and
loyalty by showing appreciation for local cultures and making a good impression on travelers ( Ezeuduji, 2023).

Furthermore, sustainable destination branding may generate huge revenue by enticing local and foreign visitors to
the destination, which can help preserve the destination and investment infrastructure. Participating in and sponsoring
numerous cultural festivals, such as religious events, food fairs, gastronomy, arts, traditions, and heritage via concerts,
generates income and allows brands to reach new markets (Keskin et al., 2023), while providing visitors with genuine
cultural interactions (Chen et al., 2019; Topler, 2021; Kulshreshtha et al., 2023). Also, incorporating creative industries
into tourism branding may enhance economic growth and support local communities by promoting local talent,
empowering artists, and enriching cultural vibrancy (Jovici¢ et al., 2019).

Thus, to ensure long-term viability, destinations must prioritize local products, create job opportunities, and support
local economies. Traditionally, the concept of sustainability revolves around three dimensions: economic,
environmental, and social. However, the literature showed that the geopolitical dimension is also increasingly relevant to
the sustainability of destination branding (Vitic & Ringer, 2008). Therefore, we proposed the geopolitical dimension as
the fourth dimension of sustainable destination branding. Geopolitical instability and security issues have the potential
to disrupt travel trends and significantly harm the brand reputation of destinations and market presence, especially if
they are associated with the impacted destinations. Such issues can impact travel convenience, destination preferences,
and changes in visa restrictions (Lee et al., 2020). In order to address these matters, foster partnership among
neighboring regions, improve the perception of destinations in the global market, collaborate with international
organizations, develop effective communication plans to manage perception during geopolitical crises, and clearly
communicate security and safety initiatives that ensure safe travel experiences are required.

CONCLUSION AND LIMITATIONS

This review employed a systematic literature review to develop a sustainable destination branding conceptual
framework using 62 Scopus-indexed journal articles. While traditional perspectives of sustainability (i.e., economic,
environmental, and social) remain central, the finding highlights the emerging relevance of a geopolitical perspective.
Critically, incorporating a geopolitical perspective in a sustainable destination branding conceptual framework could
offer a competitive advantage, as it underscores regional stability and safety, thereby ensuring safe travel experiences.
This expansion is not merely additive but strategic, as it positions geopolitical awareness as a potential source of
competitive advantage. By emphasizing secure and stable environments, destinations can differentiate themselves in an
increasingly risk-sensitive travel market, enhancing their appeal to safety conscious tourists.

This study makes a significant contribution to sustainable tourism branding in both theoretical and practical ways.
Theoretically, it helps to expand the current academic discourses on sustainable destination branding, which only
encompass the traditional aspects of sustainability. Practically, the proposed conceptual framework is an opportunity for
tourism managers and stakeholders to build sustainable destination branding that emphasizes both the quadripartite
perspectives of sustainability. Moreover, it draws the attention of policymakers to crucial and timely issues to consider
in the transition toward sustainable development goals.

Despite its significant contributions, this study has some limitations. First, this systematic literature review is based
on journal articles that were available in single databases (i.e., Scopus). Therefore, we cannot claim that this study
encompasses all the scientific literature and archived material that has been published across all scholarly databases on
tourism and destination branding. Second, only peer-reviewed articles published in English were considered in this
study. Including peer-reviewed studies published in other languages could have provided a much more comprehensive
overview of the study. Therefore, future studies should overcome these drawbacks.

Last but not least, this study proposes a thorough research agenda for future scholars in sustainable destination
branding. Highlighting the integration of sustainability into destination branding as it is an increasingly prioritized
aspect for contemporary tourists, as well as the application of emerging technologies and artificial intelligence in
enhancing sustainable destination branding and fostering innovation and resilience in destinations.

Author Contributions: Conceptualization, E. E. A. and A. F. P.V.; methodology, E. E. A. and A. F. P.V.; software, E.
E. A. and K.C.; validation, E. E. A., A. F. P.V. and K.C.; formal analysis, E. E. A. and K.C.; investigation, E. E. A., and
K.C.; data curation, E. E. A. and K.C.; writing - original draft preparation, E. E. A.; writing - review and editing, E. E. A.,
A. F. P.V. and K.C.; visualization, E. E. A.; supervision, A. F. P.V.; project admlnlstratlon A. F. P.V. All authors have
read and agreed to the published version of the manuscript.

2510



Integrating Sustainability into Destinations Branding: A Literature Based-Review

Funding: Not applicable.

Institutional Review Board Statement: Not applicable.

Informed Consent Statement: Not applicable.

Data Availability Statement: The data presented in this study may be obtained on request from the corresponding author.

Acknowledgements: The research undertaken was made possible by the equal scientific involvement of all the authors
concerned.

Conflicts of Interest: The authors declare no conflict of interest.

REFERENCES

Agapito, D., Kronenburg, R., & Pinto, P. (2023). A review on destination social responsibility. Towards a research agenda. Current
Issues in Tourism, 26(4), 554-572. https://doi.org/10.1080/13683500.2022.2091432

Aldao, C., Blasco, D., Poch Espallargas, M., & Palou Rubio, S. (2021). Modelling crisis management and impacts of 21st century disruptive
events in tourism. The case of the COVID-19 pandemic. Tourism Review, 76(4), 929-941. https://doi.org/10.1108/TR-07-2020-0297

Almeyda-Ibafiez, M., & George, B. P. (2017). The evolution of destination branding: A review of branding literature in tourism. Journal
of Tourism, Heritage & Services Marketing, 3(1), 9-17. https://doi.org/10.5281/zenodo.401370

Aman, E. E., Papp-Véry, A. F., Kangai, D., & Odunga, S. O. (2024). Building a Sustainable Future: Challenges, opportunities, and innovative
strategies for destination branding in tourism. Administrative Sciences, 14(12), 312, https://doi.org/10.3390/admsci14120312

Archer, B., Cooper, C., & Ruhanen, L. (2012). The positive and negative impacts of tourism. In Global tourism 79-102. Routledge.

Avrushanyan, Y., Ekener, E., & Moberg, A. (2017). Sustainability assessment framework for scenarios —~SAFS. Environmental Impact
Assessment Review, 63, 23-34. https://doi.org/10.1016/j.eiar.2016.11.001

Aziz, S., & Niazi, M. A. K. (2025). Protecting natural environment of destination through tourists’ environment responsible behavior:
empirical analysis of green brand equity model. Social Responsibility Journal. https://doi.org/10.1108/srj-09-2024-0628

Aziz, S., & Niazi, M. A. K. (2024). Developing destination brand equity for achieving sustainable destination environment: S-O-R
Theory to influence tourists’ environment responsible behavior. Tourism Review International, 28(3), 183-201.
https://doi.org/10.3727/194344224x17065495994404

Baffoe, G., & Kintrea, K. (2022). Towards Understanding the Landscapes of Neighbourhood Research: An Insight from Bibliometric
Analysis. Sustainability, 14(5), 3115. https://doi.org/10.3390/su14053115

Banerjee, S., Pal, A., & Kapetanaki, A. B. (2024). Reviewing the research landscape of online scarcity messages. In Developments in
marketing science: Academy of Marketing Science 11-19. https://doi.org/10.1007/978-3-031-53286-3_2

Basiago, A. D. (1995). Methods of defining ‘sustainability. Sustainable Development, 3(3), 109-119. https://doi.org/10.1002/sd.3460030302

Basile, G., & Cavallo, A. (2020). Rural Identity, Authenticity, and Sustainability in Italian Inner Areas. Sustainability, 12(3).
https://doi.org/10.3390/su12031272

Bertocchi, D., Camatti, N., Giove, S., & Van Der Borg, J. (2020). Venice and Overtourism: Simulating Sustainable Development
Scenarios through a Tourism Carrying Capacity Model. Sustainability, 12(2), 512. https://doi.org/10.3390/su12020512

Blain, C., Levy, S. E., & Ritchie, J. R. B. (2005). Destination Branding: Insights and Practices from Destination Management
Organizations. Journal of Travel Research, 43(4), 328-338. https://doi.org/10.1177/0047287505274646

Bowen, J., & Sotomayor, S. (2021). Including residents in the rebranding of tourist destinations to achieve sustainable development
goals. Worldwide Hospitality and Tourism Themes, 14(1), 56-64. https://doi.org/10.1108/whatt-10-2021-0140

Boyer, R. H. W., Peterson, N. D., Arora, P., & Caldwell, K. (2016). Five Approaches to Social Sustainability and an Integrated Way
Forward. Sustainability, 8(9). https://doi.org/10.3390/su8090878

Bui, H. T. (2022). Improving brand safety through brand risk management activities: A case study of F&B enterprises in Vietnam.
Annals of Computer Science and Information Systems, 34, 291-299. https://doi.org/10.15439/2022m382

Chen, Y., Liu, Y., Wang, C., & Chen, K. (2019). Is hosting tourism events a sustainable way of destination branding: Evidence from
Sanya, China. Cogent Social Sciences, 5(1), 1692456. https://doi.org/10.1080/23311886.2019.1692456

Chigora, F., & Katsande, C. (2021). Attributes, Benefits and Attitudes: Construct of Zimbabwe Tourism Brand Association amid COVID-19
Pandemic. International Journal of Business Management and Economics, 2(3), 169-183. https://doi.org/10.47747/ijbme.v2i3.317

Chigora, F., Mutambara, E., Ndlovu, J., Muzurura, J., & Zvavahera, P. (2020). Towards Establishing Zimbabwe Tourism Destination
Brand Equity Variables through Sustainable Community Involvement. African Journal of Hospitality, Tourism and Leisure, 9(5),
1094-1110. https://doi.org/10.46222/ajhtl.19770720-71

Chong, K. Y., & Balasingam, A. S. (2019). Tourism sustainability: economic benefits and strategies for preservation and conservation of
heritage sites in Southeast Asia. Tourism Review, 74(2), 268-279. https://doi.org/10.1108/tr-11-2017-0182

Collins, C., Dennehy, D., Conboy, K., & Mikalef, P. (2021). Artificial intelligence in information systems research: A systematic literature
review and research agenda. International Journal of Information Management, 60, 102383. https://doi.org/10.1016/j.ijinfomgt.2021.102383

Curtin, S. (2003). Whale-Watching in Kaikoura: Sustainable Destination Development? Journal of Ecotourism, 2(3), 173-195.
https://doi.org/10.1080/14724040308668143

Curtin, S., & Bushy, G. (1999). Sustainable destination development: the tour operator perspective. International Journal of Tourism
Research, 1(2), 135-147. https://doi.org/10.1002/(sici)1522-1970(199903/04)1:2

De Bruyn, C., Ben Said, F., Meyer, N., & Soliman, M. (2023). Research in tourism sustainability: A comprehensive bibliometric analysis
from 1990 to 2022. Heliyon, 9(8), 18874. https://doi.org/10.1016/j.heliyon.2023.e18874

De Ruyter, K., Keeling, D. I., Plangger, K., Montecchi, M., Scott, M. L., & Dahl, D. W. (2022). Reimagining marketing strategy: Driving the
debate on grand challenges. Journal of the Academy of Marketing Science, 50(1), 13-21. https://doi.org/10.1007/s11747-021-00806-x

Diaz-Parra, 1., & Jover, J. (2021). Overtourism, place alienation and the right to the city: Insights from the historic centre of Seville,
Spain. In Justice and Tourism 16-33. Routledge.

Dieguez, T., & Conceicdo, O. (2019). Innovative destination branding:“Porto.” In Advances in Tourism, Technology and Smart Systems
131-140. Singapore: Springer Singapore). https://doi.org/10.1007/978-981-15-2024-2_12

2511


https://doi.org/10.1080/13683500.2022.2091432
https://doi.org/10.1108/TR-07-2020-0297
https://doi.org/10.5281/zenodo.401370
https://doi.org/10.3390/admsci14120312
https://doi.org/10.1016/j.eiar.2016.11.001
https://doi.org/10.1108/srj-09-2024-0628
https://doi.org/10.3727/194344224x17065495994404
https://doi.org/10.3390/su14053115
https://doi.org/10.1007/978-3-031-53286-3_2
https://doi.org/10.1002/sd.3460030302
https://doi.org/10.3390/su12031272
https://doi.org/10.3390/su12020512
https://doi.org/10.1177/0047287505274646
https://doi.org/10.1108/whatt-10-2021-0140
https://doi.org/10.3390/su8090878
https://doi.org/10.15439/2022m382
https://doi.org/10.1080/23311886.2019.1692456
https://doi.org/10.47747/ijbme.v2i3.317
https://doi.org/10.46222/ajhtl.19770720-71
https://doi.org/10.1108/tr-11-2017-0182
https://doi.org/10.1016/j.ijinfomgt.2021.102383
https://doi.org/10.1080/14724040308668143
https://doi.org/10.1002/(sici)1522-1970(199903/04)1:2
https://doi.org/10.1016/j.heliyon.2023.e18874
https://doi.org/10.1007/s11747-021-00806-x
https://doi.org/10.1007/978-981-15-2024-2_12

Eliyas Ebrahim AMAN, Arpad Ferenc PAPP-VARY, Khouloud CHALLOUF

Dolnicar, S., & Leisch, F. (2008). Selective marketing for environmentally sustainable tourism. Tourism Management, 29(4), 672—680.
https://doi.org/10.1016/j.tourman.2007.07.010

Donthu, N., Kumar, S., & Pattnaik, D. (2019). Forty-five years of Journal of Business Research: A bibliometric analysis. Journal of
Business Research, 109, 1-14. https://doi.org/10.1016/j.jbusres.2019.10.039

Dowling, K., Guhl, D., Klapper, D., Spann, M., Stich, L., & Yegoryan, N. (2020). Behavioral biases in marketing. Journal of the
Academy of Marketing Science, 48(3), 449-47. https://doi.org/10.1007/s11747-019-00699-x

Escobar-Farfan, M., Cervera-Taulet, A., & Schlesinger, W. (2024). Destination brand identity: Challenges, opportunities, and future
research agenda. Cogent Social Sciences, 10(1), 2302803. https://doi.org/10.1080/23311886.2024.2302803

Ezeuduji, I. O. (2023). Cultural Events and Tourism in Africa. In Cultural Heritage and Tourism in Africa. Routledge.

Faraji, A., Khodadadi, M., Nematpour, M., Abidizadegan, S., & Yazdani, H. R. (2020). Investigating the positive role of urban tourism in
creating sustainable revenue opportunities in the municipalities of large-scale cities: the case of Iran. International Journal of
Tourism Cities, 7(1), 177-199. https://doi.org/10.1108/ijtc-04-2020-0076

Garanti, Z., Ilkhanizadeh, S., & Liasidou, S. (2024). Sustainable Place Branding and Visitors’ Responses: A Systematic Literature
Review. Sustainability, 16(8). https://doi.org/10.3390/su16083312

Garcia, J. A., Gémez, M., & Molina, A. (2021). A destination-branding model: An empirical analysis based on stakeholders. Tourism
Management, 33(3), 646-661. https://doi.org/10.1016/j.tourman.2011.07.006

Gibson, R. B. (2006). Beyond the pillars: Sustainability assessment as a framework for effective integration of social, economic and
ecological considerations in significant decision-making. Journal of Environmental Assessment Policy and Management, 08(03),
259-280. https://doi.org/10.1142/S1464333206002517

Gnangnon, S. K. (2020). Impact of international tourism receipts on public revenue in developed and developing countries. Tourism
Review, 75(5), 809-826. https://doi.org/10.1108/tr-07-2018-0090

Gomez, M., Lopez, C., & Molina, A. (2015). A model of tourism destination brand equity: The case of wine tourism destinations in
Spain. Tourism Management, 51, 210-222. https://doi.org/10.1016/j.tourman.2015.05.019

Gossling, S. (2002). Global environmental consequences of tourism. Global Environmental Change, 12(4), 283-302.
https://doi.org/10.1016/s0959-3780(02)00044-4

Govers, R. (2013). Why place branding is not about logos and slogans. Place Branding and Public Diplomacy, 9(2), 71-75.
https://doi.org/10.1057/pb.2013.11

Greaves, N., & Skinner, H. (2010). The importance of destination image analysis to UK rural tourism. Marketing Intelligence &
Planning, 28(4), 486-507. https://doi.org/10.1108/02634501011053586

Haid, M., Albrecht, J. N., & Finkler, W. (2021). Sustainability implementation in destination management. Journal of Cleaner
Production, 312, 127718. https://doi.org/10.1016/j.jclepro.2021.127718

Hanna, S., Rowley, J., & Keegan, B. (2020). Place and Destination Branding: A review and conceptual mapping of the domain.
European Management Review, 18(2), 105-117. https://doi.org/10.1111/emre.12433

Hashemkhani Zolfani, S., Sedaghat, M., Maknoon, R., & Zavadskas, E. K. (2015). Sustainable tourism: A Comprehensive Literature Review
on Frameworks and Applications Sustainable. Economic Research, 28(1), 1-30. https://doi.org/10.1080/1331677X.2014.995895

Ivona, A. (2021). Sustainability of rural tourism and promotion of local development. Sustainability, 13(16), 8854.
https://doi.org/10.3390/su13168854.

Jankovic, M., Jaksic-Stojanovic, A., Vukili¢, B., Seric, N., & Ibrahimi, A. (2019). Branding of protected areas and national parks: A case study
of Montenegro. African Journal of Hospitality, Tourism and Leisure, 8(2). https://doaj.org/article/6f90bb7c8e5d41138ce517e7¢a905804
Jernsand, E. M., & Kraff, H. (2015). Participatory place branding through design: The case of Dunga beach in Kisumu, Kenya. Place

Branding and Public Diplomacy, 11(3), 226-242. https://doi.org/10.1057/pb.2014.34

Jovi¢i¢, V. A., Beri¢, D., Terzi¢, A., & Gagi¢, S. (2019). Creative industries as a factor of tourist destination branding. Turisticko
Poslovanje, 24, 5-13. https://doi.org/10.5937/TurP0s1924005J

Juvan, E., & Dolnicar, S. (2016). Measuring environmentally sustainable tourist behaviour. Annals of Tourism Research, 59, 30-44.
https://doi.org/10.1016/j.annals.2016.03.006

Keskin, E., Sezen, N., & Kaya, O. (2023). The role of festivals in destination branding. In Managing Festivals for Destination Marketing
and Branding 1-25. IGI Global. .

Khan, A., Krishnan, S., & Dhir, A. (2021). Electronic government and corruption: Systematic literature review, framework, and agenda
for future research. Technological Forecasting and Social Change, 167, 120737. https://doi.org/10.1016/j.techfore.2021.120737

Kim, K., Uysal, M., & Sirgy, M. J. (2012). How does tourism in a community impact the quality of life of community residents? Tourism
Management, 36, 527-540. https://doi.org/10.1016/j.tourman.2012.09.005

Kdchling, A., & Eisenstein, B. (2024). Supporting Economically and Socially Sustainable Destination Development through Branding:
Opportunities and Challenges. In De Gruyter eBooks 105-124. https://doi.org/10.1515/9783110794090-006

Kulshreshtha, S. K., Tynsong, I., & Kumar, A. (2023). Destination Branding Through Tourism Festivals of Khasi Hills and Garo
Hills Region Meghalaya in India: Case of Cherry Blossom Festivals and Me. In Managing Festivals for Destination Marketing
and Branding 210-226. IGI Global.

Kumar, V., & Christodoulopoulou, A. (2014). Sustainability and branding: An integrated perspective. Industrial Marketing Management,
43(1), 6--15. https://doi.org/10.1016/j.indmarman.2013.06.008

Kusumaningrum, S. D. (2023). Sustainability and destination branding: a review of research trends. Tourism and Rural Development
Studies, 7(4), 110-127. https://doi.org/10.15170/tvt.2022.07.04.08

Lai, M. Y., Khoo-Lattimore, C., & Wang, Y. (2019). Food and cuisine image in destination branding: Toward a conceptual model.
Tourism and Hospitality Research, 19(2), 238-251. https://doi.org/10.1177/1467358417740763

Lee, C. C., Olasehinde-Williams, G., & Akadiri, S. S. (2020). Geopolitical risk and tourism: Evidence from dynamic heterogeneous
panel models. International Journal of Tourism Research, 23(1). https://doi.org/10.1002/jtr.2389

Lehtonen, M. (2004). The environmental-social interface of sustainable development: Capabilities, social capital, institutions. Ecological
Economics, 49(2), 199-214. https://doi.org/10.1016/j.ecolecon.2004.03.019

Liasidou, S., Fella, K., & Stylianou, C. (2022). A sustainable destination is an accessible destination: Examining the relationship as a
remedy to seasonality. Worldwide Hospitality and Tourism Themes, 14(5), 481-491. https://doi.org/10.1108/WHATT-07-2022-0078

2512


https://doi.org/10.1016/j.tourman.2007.07.010
https://doi.org/10.1016/j.jbusres.2019.10.039
https://doi.org/10.1007/s11747-019-00699-x
https://doi.org/10.1080/23311886.2024.2302803
https://doi.org/10.1108/ijtc-04-2020-0076
https://doi.org/10.3390/su16083312
https://doi.org/10.1016/j.tourman.2011.07.006
https://doi.org/10.1142/S1464333206002517
https://doi.org/10.1108/tr-07-2018-0090
https://doi.org/10.1016/j.tourman.2015.05.019
https://doi.org/10.1016/s0959-3780(02)00044-4
https://doi.org/10.1057/pb.2013.11
https://doi.org/10.1108/02634501011053586
https://doi.org/10.1016/j.jclepro.2021.127718
https://doi.org/10.1111/emre.12433
https://doi.org/10.1080/1331677X.2014.995895
https://doi.org/10.3390/su13168854
https://doaj.org/article/6f90bb7c8e5d41138ce517e7ca905804
https://doi.org/10.1057/pb.2014.34
https://doi.org/10.5937/TurPos1924005J
https://doi.org/10.1016/j.annals.2016.03.006
https://doi.org/10.1016/j.techfore.2021.120737
https://doi.org/10.1016/j.tourman.2012.09.005
https://doi.org/10.1515/9783110794090-006
https://doi.org/10.1016/j.indmarman.2013.06.008
https://doi.org/10.15170/tvt.2022.07.04.08
https://doi.org/10.1177/1467358417740763
https://doi.org/10.1002/jtr.2389
https://doi.org/10.1016/j.ecolecon.2004.03.019
https://doi.org/10.1108/WHATT-07-2022-0078

Integrating Sustainability into Destinations Branding: A Literature Based-Review

Lopez, C. S. G., & Arreola, K. S. B. (2019). Impacts of tourism and the generation of employment in Mexico. Journal of Tourism
Analysis, 26(2), 94-114. https://doi.org/10.1108/jta-10-2018-0029

Lupu, C., Rodrigues, A. 1., Stoleriu, O. M., & Gallarza, M. G. (2020). A textual and visual analysis of the intrinsic value dimensions of
Romania: Towards a Sustainable Destination Brand. Sustainability, 13(1), 67. https://doi.org/10.3390/su13010067

Mabillard, V., Pasquier, M., & Vuignier, R. (2023). Place branding and place marketing. In Place Branding and Marketing from a Policy
Perspective 65-92. Routledge. https://doi.org/10.4324/9781003286189-5

Machado, P. (2020). Accessible and inclusive tourism: why it is so important for destination branding? Worldwide Hospitality and
Tourism Themes, 12(6), 719-723. https://doi.org/10.1108/whatt-07-2020-0069

Madaleno, A., Eusébio, C., & Varum, C. (2019). The promotion of local agro-food products through tourism: A segmentation analysis.
Current Issues in Tourism, 22(6), 643—-663. https://doi.org/10.1080/13683500.2017.1296417

Mandagi, D. W., & Centeno, D. (2024). Destination brand gestalt: dimensionalizing co-created tourism destination branding.
International Journal of Tourism Cities. https://doi.org/10.1108/ijtc-02-2024-0049

Marinello, S., Butturi, M. A., Gamberini, R., & Martini, U. (2021) Indicators for sustainable touristic destinations: A critical review.
Journal of Environmental Planning and Management, 66(1), 1-30, (2023). https://doi.org/10.1080/09640568.1978407

Mastika, 1. K., & Nimran, U. (2020). Destination branding model of an ecological tourism village in bali, Indonesia. GeoJournal of
Tourism and Geosites, 31(3), 1068-1074. https://doi.org/10.30892/gtg.31319-542

Moldan, B., Janouskova, S., & Hék, T. (2012). How to understand and measure environmental sustainability: Indicators and targets.
Ecological Indicators, 17, 4-13. https://doi.org/10.1016/j.ecolind.2011.04.033

O’Connor, N., & Bolan, P. (2008). Creating a Sustainable Brand for Northern Ireland Through Film-Induced Tourism. Tourism Culture
& Communication, 8(3), 147-158. https://doi.org/10.3727/109830408786177515

Pedeliento, G., & Kavaratzis, M. (2019). Bridging the gap between culture, identity and image: a structurationist conceptualization of place
brands and place branding. Journal of Product & Brand Management, 28(3), 348-363. https://doi.org/10.1108/jpbm-01-2018-1735

Polo Pani¢, A., Pavlakovi¢, B., & Kos¢ak, M. (2019). Managing a sustainable tourism destination. In Ethical and Responsible Tourism
359-374. Routledge.

Paunovié, 1., Dressler, M., Mamula Nikoli¢, T., & Popovi¢ Panti¢, S. (2020). Developing a Competitive and Sustainable Destination of the
Future: Clusters and Predictors of Successful National-Level Destination Governance across Destination Life-Cycle. Sustainability, 12(10).
https://doi.org/10.3390/su12104066.

Polo Pefia, A. I. P., Andrews, H., & Torrico-Jodar, J. (2023). The role of health and safety protocols and brand awareness for the recovery of
hotel activity following a health crisis. Journal of Hospitality and Tourism Insights. https://doi.org/10.1108/jhti-09-2022-0413.

Pereira, R. L. G., Correia, A. L., & Schutz, R. L. A. (2012). Destination Branding: A Critical Overview. Journal of Quality Assurance in
Hospitality & Tourism, 13(2), 81-102. https://doi.org/10.1080/1528008X.2012.645198

Phung, T., & Nguyen, D. V. P. (2023). Sustainable tourism branding: A bibliographic analysis. Cogent Social Sciences, 9(2).
https://doi.org/10.1080/23311886.2023.2269708

Pilipczuk, O. (2021). A Conceptual Framework for Large-Scale Event Perception Evaluation with Spatial Temporal Scales in
Sustainable Smart Cities. Sustainability, 13(10). https://doi.org/10.3390/su13105658

Polo Pefia, A. 1., Frias Jamilena, D. M., & Rodriguez Molina, M. A. (2023). The effect of a destination branding strategy for rural
tourism on the perceived value of the conservation of the indigenous resources of the rural tourism destination: The case of Spain.
Current Issues in Tourism, 16(2), 129-147. https://doi.org/10.1080/13683500.2012.679357

Pope, J., Annandale, D., & Morrison-Saunders, A. (2004). Conceptualizing sustainability assessment. Environmental Impact Assessment
Review, 24(6), 595-616. https://doi.org/10.1016/j.eiar.2004.03.001

Pulido-Fernandez, J. I., & L6pez-Sanchez, Y. (2016). Are Tourists Really Willing to Pay More for Sustainable Destinations?
Sustainability, 8(12). https://doi.org/10.3390/5u8121240

Qu, H., Kim, L. H., & Im, H. H. (2011). A model of destination branding: Integrating the concepts of branding and destination image.
Tourism Management, 32(3), 465-476. https://doi.org/10.1016/j.tourman.2010.03.014

Radosavljevié, U., & Kuletin Culafi¢, 1. (2019). Use of Cultural Heritage for Place Branding in Educational Projects: The Case of
Smederevo and Golubac Fortresses on the Danube. Sustainability, 11(19). https://doi.org/10.3390/su11195234

Rahman, M. S., Bag, S., Hassan, H., Hossain, M. A., & Singh, R. K. (2022). Destination brand equity and tourist’s revisit intention towards
health tourism: an empirical study. Benchmarking an International Journal, 29(4), 1306-1331. https://doi.org/10.1108/bij-03-2021-0173

Reid, A. J., Carlson, A. K., Creed, I. F., Eliason, E. J., Gell, P. A. Johnson, P. T. J., Kidd, K. A., MacCormack, T. J., Olden, J. D., Ormerod,
S. J., Smol, J. P., Taylor, W., W., Tockner, K., Vermaire, J. C., Dudgeon, D., & Cooke, S. J. (2019). Emerging threats and persistent
conservation challenges for freshwater biodiversity. Biological Reviews, 94(3), 849-873. https://doi.org/10.1111/brv.12480

Ren, J., Su, K., Chang, Y., & Wen, Y. (2021). Formation of Environmentally Friendly Tourist Behaviors in Ecotourism Destinations in
China. Forests, 12(4). https://doi.org/10.3390/f12040424

Roxas, F. M. Y., Rivera, J. P. R., & Gutierrez, E. L. M. (2018). Framework for creating sustainable tourism using system thinking.
Current Issues in Tourism, 23(3), 280-296. https://doi.org/10.1080/13683500.2018.1534805

Romagosa, F. (2020). The COVID-19 crisis: Opportunities for sustainable and proximity tourism. Tourism Geographies, 22(3), 690-694.
https://doi.org/10.1080/14616688.2020.1763447

Ruiz-Real, J. L., Uribe-Toril, J., & Gazquez-Abad, J. C. (2020). Destination branding: Opportunities and new challenges. Journal of
Destination Marketing & Management, 17, 100453. https://doi.org/10.1016/j.jdmm.2020.100453

Safshekan, S., Ozturen, A., & Ghaedi, A. (2020). Residents’ environmentally responsible behavior: An insight into sustainable destination
development. Asia Pacific Journal of Tourism Research, 25(4), 409-423. https://doi.org/10.1080/10941665.2020.1737159

Schoolman, E. D., Guest, J. S., Bush, K. F., & Bell, A. R. (2012). How interdisciplinary is sustainability research? Analyzing the
structure of an emerging scientific field. Sustainability Science, 7(1), 67-80. https://doi.org/10.1007/s11625-011-0139-z

Shoukat, M. H., Shah, S. A., Ali, R., & Ramkissoon, H. (2022). Mapping stakeholder role in building destination image and destination brand:
Mediating role of stakeholder brand engagement. Tourism Analysis, 28(1), 29-46. https://doi.org/10.3727/108354222x16618132626722

Sizo, A., Lino A., Reis L. P., & Rocha A. (2018). An overview of assessing the quality of peer review reports of scientific articles.
International Journal of Information Management, 46, 286—293. https://doi.org/10.1016/j.ijinfomgt.2018.07.002

Soulard, J., Park, J., & Zou, S. (2024). Pride in Transformation: A Rural Tourism Stakeholder View. Journal of Travel Research, 63(1),
80-99. https://doi.org/10.1177/00472875221143487

2513


https://doi.org/10.1108/jta-10-2018-0029
https://doi.org/10.3390/su13010067
https://doi.org/10.4324/9781003286189-5
https://doi.org/10.1108/whatt-07-2020-0069
https://doi.org/10.1080/13683500.2017.1296417
https://doi.org/10.1108/ijtc-02-2024-0049
https://doi.org/10.1080/09640568.1978407
https://doi.org/10.30892/gtg.31319-542
https://doi.org/10.1016/j.ecolind.2011.04.033
https://doi.org/10.3727/109830408786177515
https://doi.org/10.1108/jpbm-01-2018-1735
https://doi.org/10.3390/su12104066
https://doi.org/10.1108/jhti-09-2022-0413
https://doi.org/10.1080/23311886.2023.2269708
https://doi.org/10.3390/su13105658
https://doi.org/10.1080/13683500.2012.679357
https://doi.org/10.1016/j.eiar.2004.03.001
https://doi.org/10.3390/su8121240
https://doi.org/10.1016/j.tourman.2010.03.014
https://doi.org/10.3390/su11195234
https://doi.org/10.1111/brv.12480
https://doi.org/10.3390/f12040424
https://doi.org/10.1080/13683500.2018.1534805
https://doi.org/10.1080/14616688.2020.1763447
https://doi.org/10.1016/j.jdmm.2020.100453
https://doi.org/10.1080/10941665.2020.1737159
https://doi.org/10.1007/s11625-011-0139-z
https://doi.org/10.3727/108354222x16618132626722
https://doi.org/10.1016/j.ijinfomgt.2018.07.002
https://doi.org/10.1177/00472875221143487

Eliyas Ebrahim AMAN, Arpad Ferenc PAPP-VARY, Khouloud CHALLOUF

Stirling, A. (1999). The appraisal of sustainability: Some problems and possible responses. Local Environment, 4(2), 111-135.
https://doi.org/10.1080/13549839908725588

Tandon, A., Dhir, A, Islam, A. K. M. N., & Méntyméki, M. (2020). Blockchain in healthcare: A systematic literature review, synthesizing
framework and future research agenda. Computers in Industry, 122, 103290. https://doi.org/10.1016/j.compind.2020.103290

Tasci, A. D. A., & Kozak, M. (2006). Destination brands vs destination images: Do we know what we mean? Journal of Vacation
Marketing, 12(4), 299-317. https://doi.org/10.1177/1356766706067603

Toker, A., & Emir, O. (2023). Safety and security research in tourism: A bibliometric mapping. European Journal of Tourism Research,
34, 3402-3402. https://doi.org/10.54055/ejtr.v34i.2871

Topler, J. P. (2021). Cultural Events As Tools Of Developing Sustainable Tourism In Rural Areas - The Case Of Sevnica In Slovenia.
Annals for Istrian and Mediterranean Studies, 31(2), 245-258. https://doi.org/10.19233/ASHS.2021.16

Tettenborg, A., Ooi, C., & Hardy, A. (2022). Giving and taking ownership of a destination brand: mechanisms of stakeholder
engagement. Journal of Place Management and Development, 15(4), 511-532. https://doi.org/10.1108/jpmd-12-2020-0124

Uyar, A., Kuzey, C., Koseoglu, M. A., & Karaman, A. S. (2022). Travel and tourism competitiveness index and the tourism sector
development. Tourism Economics, 29(4), 1005-1031. https://doi.org/10.1177/13548166221080357

Vaishar, A., & Stastna, M. (2020). Impact of the COVID-19 pandemic on rural tourism in Czechia Preliminary considerations. Current
Issues in Tourism, 25(2). https://doi.org/10.1080/13683500.2020.1839027

Valek, N. S. (2017). The role of expats, local residents and tourists in defining a destination: A branding case study for Abu Dhabi
tourism. International Journal of Sustainable Society, 9(1), 76. https://doi.org/10.1504/13SSOC.2017.085722

Véazquez-Martinez, U. J., Sanchis-Pedregosa, C., & Leal-Rodriguez, A. L. (2019). Is Gastronomy Relevant Factor for Sustainable
Tourism? An Empirical Analysis of Spain Country Brand. Sustainability, 11(9). https://doi.org/10.3390/su11092696

Vitic, A., & Ringer, G. (2008). Branding Post-Conflict Destinations: Recreating Montenegro After the Disintegration of Yugoslavia.
Journal of Travel & Tourism Marketing, 23(2-4), 127-137. https://doi.org/10.1300/j073v23n02_10

Waas, T., Hugé, J., Verbruggen, A., & Wright, T. (2011). Sustainable Development: A Bird’s Eye View. Sustainability, 3(10).
https://doi.org/10.3390/su3101637

Werner, K., Griese, K., & Bosse, C. (2020). The role of slow events for sustainable destination development: a conceptual and empirical
review. Journal of Sustainable Tourism, 29(11-12), 1913-1931. https://doi.org/10.1080/09669582.2020.1800021

Wheeler, F., Frost, W., & Weiler, B. (2011). Destination Brand Identity, Values, and Community: A Case Study From Rural Victoria,
Auwustralia. Journal of Travel & Tourism Marketing, 28(1), 13-26. https://doi.org/10.1080/10548408.2011.535441

Wickens, E., Bakir, A., & Alvarez, M. D. (205). Sustainable Destination Development: Issues and Challenges. Tourism Planning &
Development, 12(1), 1-5. https://doi.org/10.1080/21568316.2014.960597

Zarhari, N. A. A., Mat Som, A. P., Azinuddin, M., & Hanafiah, M. H. (2023). Overtourism And Destination Branding: The Mediating Role Of
Functional And Emotional Values Among Tourists. Tourism and Hospitality Management, 29(2), 303-308. https://doi.org/10.20867/thm.29.2.9

Zhang, H., Lin, Z., & Li, S. (2024). The effect of destination brand love on environmentally responsible behavior: A comparison between
tourists and residents. Journal of Sustainable Tourism, 1-19. https://doi.org/10.1080/09669582.2024.2397644

Zhou, Z., Siow, M. L., Ariffin, N. F. M., & Aziz, F. A. (2024). Understanding the impact of Culture as a Destination image Attribute on
sustainable tourism. Malaysian Journal of Social Sciences and Humanities , 9(3), 002735. https://doi.org/10.47405/mjssh.v9i3.2735

Zijp, M. C., Heijungs, R., Van der Voet, E., Van de Meent, D., Huijbregts, M. A. J., Hollander, A., & Posthuma, L. (2015). An
Identification Key for Selecting Methods for Sustainability Assessments. Sustainability, 7(3). https://doi.org/10.3390/su7032490

Zouganeli, S., Trihas, N., Antonaki, M., & Kladou, S. (2012). Aspects of Sustainability in the Destination Branding Process: A Bottom-
up Approach. Journal of Hospitality Marketing & Management, 21(7), 739-757. https://doi.org/10.1080/19368623.2012.624299

Article history:  Received: 25.06.2025 Revised: 17.10.2025 Accepted: 12.11.2025 Auvailable online: 12.12.2025

2514


https://doi.org/10.1080/13549839908725588
https://doi.org/10.1016/j.compind.2020.103290
https://doi.org/10.1177/1356766706067603
https://doi.org/10.54055/ejtr.v34i.2871
https://doi.org/10.19233/ASHS.2021.16
https://doi.org/10.1108/jpmd-12-2020-0124
https://doi.org/10.1177/13548166221080357
https://doi.org/10.1080/13683500.2020.1839027
https://doi.org/10.1504/IJSSOC.2017.085722
https://doi.org/10.3390/su11092696
https://doi.org/10.1300/j073v23n02_10
https://doi.org/10.3390/su3101637
https://doi.org/10.1080/09669582.2020.1800021
https://doi.org/10.1080/10548408.2011.535441
https://doi.org/10.1080/21568316.2014.960597
https://doi.org/10.20867/thm.29.2.9
https://doi.org/10.1080/09669582.2024.2397644
https://doi.org/10.47405/mjssh.v9i3.2735
https://doi.org/10.3390/su7032490
https://doi.org/10.1080/19368623.2012.624299

